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Abstract:
Research Question: This paper assesses the effect of environmental concern, self-efficacy, subjective knowledge and guilt
on sustainable consumption behaviour. Motivation: This study focuses on predicting and explaining sustainable consumption behaviour by proposing a model comprised of environmental concern, self-efficacy, consumer guilt and subjective knowledge as predictors. Environmental concern is an important element in VBN theory proposed by Stern (1999).
Meanwhile, self-efficacy is part of SCT theory by Bandura (1997); as for subjective knowledge, it is deemed to be a better
predictor of environmental behaviour (Kollmuss & Agyeman, 2002). Guilt is included in this model as it is an important emotion that can affect sustainable consumption behaviour, especially in the context of collectivist culture country like Indonesia
(Lee et al., 2012). All these factors have been proven to be able to influence sustainable consumer behaviour. However,
there are still a few studies that explore these factors altogether simultaneously, especially in the context of a developing
country. Thus, this study tries to examine sustainable consumption behaviour by incorporating these factors altogether.
Idea: The main idea of this study is to empirically assess the influence of proposed independent variables, namely environmental concern, self-efficacy, subjective knowledge and guilt on sustainable consumption behaviour. This study also
tries to assess whether there is a significant difference of sustainable consumption behaviour among demographic groups
such as gender, education and age. Data: The model is tested by conducting a survey using a self-administered questionnaire on 200 respondents. The respondents are younger millennials aged between 17-27. The questionnaire consists
of questions about demographic profile and about the research instruments. Tools: This study uses descriptive research
design and purposive sampling to collect the data. Research hypotheses were tested by multiple regression analysis.
Findings: The result of this study shows that environmental concern, self-efficacy and environmental knowledge have an
influence on sustainable consumption behaviour, where environmental knowledge contributes the most in predicting the
aforementioned behaviour. Meanwhile, this study also finds that consumer guilt has no impact upon this behaviour. Contributions: This study gives additional insight and understanding of sustainable consumption behaviour in the context of
millennials in a developing country. The findings of this study can be used by the government to formulate environmental
policies as well as for businesses to formulate strategies to promote their environmentally-friendly products.
Keywords: Sustainable consumption behaviour, environmental concern, self-efficacy, consumer guilt, subjective knowledge
JEL Classification: M83, M12

1. Introduction
Consumption is deemed to be one of the main contributors of environmental problems. Along with other production activities, consumption activities have been acknowledged as the main contributors of various environmental issues (Stern et al. in Tanner & Kast, 2003). After all, consumption is the main reason of the
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products being produced, which makes it the source of man-made stress and natural environment problem
(Heiskanen & Pantzar, 1997). This also occurs in Indonesia, where many of its environmental problems are
the direct and indirect consequences of irresponsible and excess consumption. One of the most concerning environmental problems in Indonesia is related to waste (Widjaja, 2014). Currently, Indonesia is on the
2nd position on the ranking of countries with most plastic waste thrown to the sea (Adharsyah, 2019). Another
agenda regarding excess consumption in Indonesia is related to energy consumption. In 2016, Indonesia’s
energy consumption was the highest in Southeast Asia (Tempo.co, 2016). This high consumption can be a
problem as the source of energy resources is mostly unrenewable (Nordlund & Garvill, 2003). It is even
mentioned that Indonesia is predicted to suffer from energy deficit by 2021 if it does not find a way to utilize
energy effectively and efficiently (Valenta, 2019).
Since consumption is considered as one of the major causes of these problems, the role of consumers as
the main actors of consumption behaviour is needed. According to Berglund & Matti (2006), the main responsibility for environmental degradation lies in the hands of consumers as main agents of consumption.
Therefore, consumers’ role is really significant in sustainable consumption behaviour approach. Here, sustainable consumption itself is perceived to be an effective solution since its goal is not only encouraging the
consumption of environmentally-friendly products, but also reducing the consumption rate and changing
consumers’ lifestyle (Biswas & Roy, 2015).
Many studies have tried to discover what factors can affect sustainable consumption behaviour and this also
becomes the objective of this study. It is mentioned that individual-related factors play a significant role in explaining an individual’s sustainable consumption behaviour (Kostadinova, 2016). These factors include environmental concern (Hedlund, 2011), self-efficacy (Straughan & Roberts, 1999), consumer guilt and
environmental knowledge (Mostafa, 2009). Heo and Muralidharan (2017) studied environmental knowledge,
environmental concern and self-efficacy by using the belief-attitude-behaviour approach, in which belief is represented by self-efficacy and attitude is represented by environmental concern. These 2 variables then acted
as mediators of environmental knowledge to sustainable consumption behaviour. For this study, these 3 variables will be investigated as independent variables, without mediator. This study will also add consumer guilt
as one of the predictor as according to Antonetti and Maklan (2013), self-conscious emotions such as guilt
can play an important role in influencing behaviour, whether directly or indirectly through self-efficacy. Thus,
this study tries to examine sustainable consumption behaviour by incorporating these factors altogether.
Moreover, as most of the past studies were conducted in the developed countries, it is necessary to examine whether these aforementioned factors would also have effect on sustainable consumption behaviour in
Indonesia, as the developing country. These factors may already be proven in the context of developed countries. However, the role of these factors in the developing countries, in which the condition and situation is
completely different in comparison with the developed countries, is still undetermined (Handique, 2014). As
for the subject, this study would investigate sustainable consumption behaviour of Millennials in Indonesia.
Millennials are chosen since their proportion is the biggest in Indonesia, they comprise of 33.75% of Indonesia
population or approximately 88 million people (Badan Pusat Statistik, 2018). Moreover, millennials are known
to be a more environmentally-friendly generation (Sheahan, 2005 in Muralidharan et al., 2016).

2. Literature Review
2.1 Sustainable consumption behaviour
Sustainable consumption behaviour (SCB) is a type of consumption which tries to balance the social, economic and environmental needs of both current and future generations (Luchs et al., 2011). According to
Biswas and Roy (2015), sustainable consumption behaviour can also be referred to as “the pattern of reduced consumption of natural resources, changing lifestyle and consumption of environmentally-friendly
products in order to meet the present needs and aspirations of the future generations” (p.464). Wang et al.
(2014) grouped SCB into 5 categories: improving quality of life, meeting the needs sustainably, improving
resource efficiency, reducing the waste and promoting the use of renewable sources.
There are a lot of factors identified as predictors of SCB. These factors can be categorized into individualrelated factors and context-related/situational factor (Kostadinova, 2016). Individual-related factors consist
of attitudes, values, beliefs, demographic characteristics and other variables that can influence individuals’
behaviour (Kostadinova, 2016). Meanwhile, contextual-related or situational factors are external forces, such
as product value, brand popularity, environment, regulation and other factors that can affect individuals’ behaviour (Kostadinova, 2016). This study will try to explain the SCB of younger millennials of Indonesia from
the individual-related factors perspective.
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2.2 Environmental concern
One of the models used to explain sustainable consumption behaviour is the value-belief-norm (VBN) theory developed by Stern in 1991 (Phipps et al., 2013). According to VBN theory, if an individual possesses
strong altruistic and biospheric values, he/she tends to easily accept the beliefs of the NEP worldview (Phipps
et al., 2003). The NEP scales are often used to measure the degree of individuals’ environmental concern
(Fransson & Garling, 1999). Environmental concern itself is defined as a general attitude, which centers on
the cognitive and affective evaluation of the environmental protection of the object (Bamberg, 2003).
Environmental concern has a huge impact in motivating individuals to make an environmentally-friendly decision (SGuin et al., 1998). This impact is proven by many studies examining the relationship between environmental concern and environmentally related behaviour, such as purchasing environmentally-friendly
product (Kim & Choi, 2005) and willingness to pay more for an environmentally-friendly product (Bang et al.,
2000) which indicates that a strong environmental concern increases the likelihood of pro-environmental
behaviour (Hedlund, 2011). Based on these notions, the following hypothesis is proposed:
Hypothesis 1 - Environmental concern has a positive effect towards sustainable consumption behaviour

2.3 Self-efficacy
Another theory explaining sustainable consumption behaviour is the social cognitive theory (SCT). Under
SCT, an individual is an agent who is capable in controlling his/her own functioning and environmental events
(Bandura, 1997). In this sense, an individual’s interpretation of his/her own behaviour would influence self-efficacy or competence, which in turn impact incoming behaviour (Bandura, 1997). Self-efficacy itself is a measure of an individual’s evaluation of his/her ability in influencing environmental problems (Kang et al., 2013).
Self-efficacy is an important element of consumers’ decision regarding their sustainable consumption behaviour. According to Roberts (1996), before conducting a certain behaviour, consumers have to possess
beliefs that their actions would make an impact. These beliefs result from consumers’ own values which
provide the ground for their action. Self-efficacy has been consistently linked to sustainable or social consumption behaviour. Cleveland et al. (2005) also state that environmental concern alone is not enough. Consumers need to feel empowered in order to be able to convert this concern into actual behaviour; therefore
self-efficacy is needed along with environmental concern (Cleveland et al., 2005). Based on these arguments, the following hypothesis is proposed:
Hypothesis 2 – Self-efficacy has a positive effect towards sustainable consumption behaviour

2.4 Subjective knowledge
Fryxell & Lo (2003, p.45) defined environmental knowledge as ‘‘a general knowledge of facts, concepts, and
relationships concerning the natural environment and its major ecosystems”. Tanner & Kast (2003) differentiated environmental knowledge into two categories: factual knowledge (objective knowledge) and action-related
knowledge (subjective knowledge). It is suggested that action-related knowledge or subjective knowledge
plays a bigger role in predicting environmental behaviour compared to the other type of knowledge. Therefore,
this study will focus on this type of knowledge to explain sustainable consumption behaviour.
According to Kollmuss & Agyeman (2002), subjective knowledge is one of internal factors that can influence sustainable consumption behaviour. Subjective knowledge is considered to be a distinguishing factor
between an individual who is more actively involved in environmental action compared to an individual who
is less actively involved (Stern, 1992). The individual will be more inspired to behave responsibly towards
environment if he/she is more aware of environmental issues and their sources (Kollmuss & Agyeman, 2002).
Based on these notions, this study proposes the following hypothesis:
Hypothesis 3 – Subjective knowledge has a positive effect towards sustainable consumption behaviour

2.5 Consumer guilt
According to Tracy & Robins (2004), self-conscious emotions are activated when people compare their behaviour to their own personal or social norm. On the subject of sustainable consumption behaviour, recent
studies increasingly focus on two particular emotions – pride and guilt (Schneider et al., 2017; Onwezen et
al., 2014). These two emotions are considered to be relevant in sustainable consumption behaviour as they
can affect individuals’ social concern and moral consideration (Schneider et al., 2017).
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Though both emotions are relevant in influencing sustainable consumption behaviour, the effect is different
across the culture (Onwezen et al., 2014). According to Lee et al. (2012), the effect of guilt on sustainable
consumption behaviour is stronger in a collectivistic culture rather than in an individualistic culture. As Indonesia is partly a collectivistic country, this study will only employ guilt as one of suggested sustainable consumption behaviour predictors.
According to Watson & Spence (2007), guilt is a subjective feeling resulting from an individual’s realization
of having violated his/her own personal or social moral standards. Guilt occurs when individuals feel that they
fail to meet their moral standard. Preserving the environment has been considered a right thing to do, hence
sustainable consumption behaviour can be considered to be a moral standard. When an individual fails to
act sustainably, the anticipated guilt is likely to occur (Basil et al., 2006). Several studies have proven that
guilt plays an important role in predicting pro-environmental behaviour (Tracy & Robbins, 2006; Brennan &
Binney, 2010). Based on these notions, the following hypothesis is proposed:
Hypothesis 4: Guilt has a positive effect on sustainable consumption behaviour

2.6 Research framework
Based on research hypotheses proposed earlier, a research model is constructed. This model tries to predict sustainable consumption behaviour by employing 4 individual-related factors as predictors as can be
seen in Figure 1 below
Environmental
Concern
H1
Self-Efficacy
H2

Sustainable
Consumption

Environmental
Knowledge

H3

Behavior

H4
Consumer Guilt

Figure 1: Research Framework

3. Methodology
3.1 Sample and methodology
The subject of this study is a younger millennial, aged between 18 and 27. Younger millennials are chosen
due to their influence upon the family’s decision making, both directly and indirectly (Fry, 2015). In relation
to environmental issues, millennials are known as environmentally-conscious consumers (Sheahan, 2005
in Muralidharan et al., 2016). It is mentioned that 33.75% of Indonesian population are millennials, with an
estimated total number 88 million people (Badan Pusat Statistik, 2018). Since there is no available sampling
frame for millennials in Indonesia, this study uses non a probability sampling method, specifically the convenience sampling method to acquire the sample. The total number in the sample in this study is 200 respondents. In this study, both descriptive and inferential statistical analyses are administered. As for statistical
analysis, it is concerned with assessing the measurement scales and testing the research hypotheses. Validity and reliability analyses are used to assess the measurement scales. For the purpose of testing the research hypotheses, multiple regression analysis is employed.
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3.2 Measurement
All latent variables in this study were measured using multiple statements on five-point Likert scale ranging
from (1) “very disagree” to (5) “very agree”. In this study, the scale to measure environmental concern was
modified from NEP scale developed by Dunlap et al. (2000). Self-efficacy was measured by a scale adopted
from Heo & Muralidharan (2017). The scale for environmental knowledge was adapted from Mostafa (2009).
Then, to measure consumer guilt, this study adapted the scale developed by Theotokis & Manganari (2015).
For sustainable consumption behaviour, this study used the measurement from Wang et al. (2014).

4. Results and Discussions
4.1 Characteristics of sample
As can be seen from Table 1, the sample comprises 59% female and 41% male respondents. In the demographic section, we also collect information about respondents’ age, occupation and education. A majority of
the respondents are students, followed by office workers and entrepreneurs, with the percentage of 37% and
13% respectively. Regarding the age, the majority of respondents are in the 24-25 age group, scoring 38.5%.
As for the education, most of the respondents are undergraduates, and they make up 69.5% of the sample.
Table 1: Descriptive data

4.2 Validity and reliability of measurement
This study conducted validity and reliability analyses to evaluate the applicability of multi-item scales used
to measure each variable employed in this study (Knapp & Mueller, 2010).
The study employed the factor analysis for assessing validity of the measurements. The measurements are
deemed valid if factor loading is ≥ 0.5 (Stevens, 2009). As can be seen from Table 2, all measurements
used in this study are deemed to be valid as they already fulfill the minimum criteria used in this study.
Meanwhile, the reliability analysis of this study is based on alpha or Cronbach’s alpha where the value of 0.6
or above is considered favourable (Malhotra, 2010). As presented in Table 2, all measurements are considered reliable as all of them exceed the minimum criteria used in this study.
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Table 2: Validity and reliability

4.3 Hypotheses testing and result
Regression analysis was conducted to test the research hypotheses as well as to examine the relationships
between the dependent variable and its predictor. In the context of this study, the purpose of the regression
analysis is to investigate the influence of environmental concern, self-efficacy, environmental knowledge
and consumer guilt towards sustainable consumption behaviour. Based on the result presented in table 3,
it can be concluded that the model is significant with F-value of 33.527 and adjusted R2 of 0.395. This indicates that 39.5% variance of sustainable consumption behaviour can be accounted for by its predictor, which
are environmental concern, self-efficacy and environmental knowledge. On the other hand, the remaining
60.5% of the sustainable consumption behaviour is explained by external factors which are not captured by
this study. As mentioned before, sustainable consumption behaviour can be explained from the contextual
factor perspective and the individual-related factor perspective (Kostadinova, 2016). Here, the unexplained
variance might be attributed to the contextual factors like product attributes, regulation or other individual
related factors that were not included in this study, such as values, norms and demographic characteristics.
At a 95 percent confidence interval, environmental concern (ß = 0.118, p < 0.05), self-efficacy (ß = 0.139,
p < 0.05) and environmental knowledge (ß = 0.465, p < 0.05) are proven to have significant effects on sustainable consumption behaviour. On the other hand, consumer guilt (ß = 0.061, p > 0.05) has no significant
effect on sustainable consumption behaviour.
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Table 3: Summary of regression analysis

Note: *p < 0.05

4.4 Discussion
This study has found environmental knowledge to be the biggest predictor of sustainable consumption behaviour in this model. An individual who feels that he/she understands a lot about environmental issue will
have a bigger tendency to perform a sustainable consumption behaviour act (Mostafa, 2009). Thus, it is
suggested that the environmental knowledge be incorporated into the education program as early as possible due to the reason that the attitude of individuals is developed during childhood and adolescence
(McGuire, 2015)
It is also important to determine the type of environmental knowledge to be applied. Knowing about environmental issues alone is not enough; an individual also has to possess understanding and confidence towards the issue. Understanding and being confident that he/she understands about the environmental issue
will create personal connection and involvement between an individual and the environmental issue
(Mostafa, 2009). Based on this result, it is suggested that subjective knowledge should be incorporated in
environmental education, along with the traditional approach, which is objective knowledge. Rather than
only learning about environmental problems in class, it is better to also bring the students directly to the field,
for example visiting the recycling site, visiting a polluted river etc. If the students are learning about environmental issues right at the site, it would be more likely for them to engage in sustainable consumption behaviour. Ahmad and Nordin (2004) also suggested that experiential learning is better to be applied as it is
more effective in transferring knowledge and altering behaviours. As also asserted by Kollmus and Agyeman
(2002), the use of a non-traditional way of learning, such as experiential learning, may be more effective in
encouraging the change in behaviour.
With regard to environmental concern, the result indicates that the higher concern an individual attaches to
environmental condition, the higher the likelihood for him/her to conduct a sustainable consumption behaviour. This result is in line with the study by Follows & Jobber (2000), asserting that when consumers are highly
concerned about environmental condition, they will be more likely to evaluate their decisions. Based on this
result, it is suggested for the marketer to incorporate environmental concern into the marketing campaign for
the environmentally-friendly product. The campaign should not only intend to promote the green product, but
also highlight consumers about the seriousness of environmental issues we are facing right now.
Nevertheless, according to Cleveland et al. (2005), environmetal concern alone is not enough. Consumers
also need to feel empowered in order to be able to convert this concern into actual behaviour, therefore selfefficacy is needed (Cleveland et al., 2005). This study has found that self-efficacy significantly influences
sustainable behaviour. And similarly to findings reported by Roberts (1996), Straughan & Roberts (1999)
and Tan (2011), this study has found that self-efficacy is a better predictor for sustainable consumption behaviour than environmental concern. Based on this result, in promoting green product the marketer should
not only explain the feature of the product, but also highlight the role of the green product in combating environmental problems. The campaign has to be tailored so that it can showcase both the seriousness of the
environmental problem (to affect consumers’ environmental concern) and the contribution the consumers
will make if they buy the product (self-efficacy). The same message can also be applied to the campaign to
encourage other pro-environmental behaviours such as reducing the usage of energy, recycling, and separating the waste.
As for consumer guilt, this study has found that consumer guilt has no significant effect on the sustainable
concern. It is similar with the study from Bissing-Olson et al. (2016). The possible reason for this insignificant result is perhaps in that individuals find alternative ways to alter their guilt and release themselves from
the need to act sustainably. Moreover, according to Bissing-Olson et al. (2016), the feelings of guilt cannot
be translated to sustainable consumption behaviour due to the contextual constraints such as low physical
access (lack of public transportation, limited availability of environmentally-friendly product) and high cost
of conducting such behaviour (high price of environmentally-friendly product, high switching cost of envi-
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ronmentally-friendly product). These constraints can make individuals develop arguments and reasoning as
to why they cannot engage in sustainable consumption behaviour (Bissing-Olson et al., 2016).

4.5 Limitations and suggestions
This study still has several limitations, hence several suggestions for future studies are thereby proposed.
First, as this study employed the non-probability sampling, the result may only be applied to the sample of
the study and cannot be generalized to the whole population. Next, it is suggested that the objective knowledge variable should also be included in order to get a clear comparison between objective knowledge and
subjective knowledge. Additionally, future research can also focus on a specific type of sustainable consumption behaviour, for example focusing only on the buying behaviour or the curtailment behaviour. Regarding methodology, incorporating triangulation is encouraged in order to gain more insight into what
factors may be relevant in influencing sustainable behaviour. Next, the study sample is limited to Jabodetabek area only. We suggest that the research should be conducted in other areas of Indonesia as
well. Future research is also encouraged to conduct a longitudinal study to capture the actual behaviour as
well as the continuity of the behaviour.

Conclusion
This study gives an insight regarding the role of individual-related factors in influencing sustainable consumption behaviour in the context of millennials in a developing country The findings of this study highlight the importance of incorporating subjective knowledge in environmental education, the importance of making the millennials aware and have concern
for the environmental problems, as well as the importance of making the millennials feel needed as regards tackling environmental problems. This study shows that rather than make the millennials feeling guilty about the consequences of their
unsustainable act, it is better to boost their morale by showing how important their roles in environmental perseverance
are. The government and the company have to able to convince the millennials that every action they take, no matter how
little they may be, will make a difference in the environment perseverance.
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